Introduction
When we consider a subject such as the environment, we often tend to focus on its most tangible aspectsthe air, the water, and the food. These are critically important for life support, but the environment is also about something intangible or less tangible. It is about our obligation to each other to safeguard our immediate environment in particular, and the earth in general, for the future generation. It is about our concern that natural resources that took millions of years to develop could be damaged and depleted in a matter of decades. It is this lack of obligation in us today that is leading to an inimical environment of tomorrow, for we are now living in a world where threats to our environment are clearer to see. These threats to the environment-global warming, climate change, deforestation, holes in the ozone layer, water pollution, air pollution, etc.-are increasingly becoming matters of public debate that prompts us to mend our ways of living to mitigate stress on the environment we live in. It would be catastrophic to stop, or even to slow down, the rate of industrialization in our society for it is our industries that are fulfilling the insatiable demand for goods and services without which life may seem meaningless (Welford and Gouldson, 1993) . Total elimination of pollution during production and during consumption of goods is theoretically not possible if the law of conservation of mass and energy is accepted. That is, after production and consumption of goods, unwanted mass and energy will be released and will be termed a pollutant if not used up immediately by another production process. Thus, ideally, the environment must absorb the wastes-the green house gases, chlorofluorocarbons (CFCs), hazardous chemicals, etc.-generated from economic activities.
Balancing growth with environmental conservation is difficult even for the most economically powerful nations. It requires not only high investments but also effective governance (Redclift, 1987; Repetto and Gillis, 1988) . One of the major environmental concerns is the waste in the form of carbon that is polluting the atmosphere. Forests sequester carbon as they withdraw carbon from the atmosphere and re-lease oxygen (Salisbury and Ross, 1992) . Forests also protect water quality and soil stability and are home to many plants and wildlife. A variety of plant species in a forest provides suitable conditions for most of the wildlife species to co-exist. From this bio-diversity comes a wealth of foods and medicines essential to human health. Finally, forests regulate local temperature and rainfall and influence climate by complicated interactions among ground, water, air, and trees that are still not fully understood (Salisbury and Ross, 1992) . In the recent past, the rise of the ayurvedic medicines and herbal cosmetics industry has been phenomenal. But the vast use of natural resources for these products may not be on sustainable principles (Deshpande, 1998) . This poses serious environmental apprehensions. The other major environmental concern is the depletion of ozone layer in the stratosphere caused by the CFCs released primarily from refrigerants, fire extinguishers, foams, aerosols, solvents, etc. of which industrial solvents have a major share (MoEF, 1998) . The only way of protection from this hazard is to minimize, or even to stop completely, use of products that release CFCs.
For a country such as India, poverty and social discrimination may still be a matter of serious concern, but the environmental hazards that the public is facing in industrialized, urban or mined areas cannot be understated. With increase in economic activity-Indian GDP has been growing at about 3-6 per cent for a few years now (Aggarwal, 2001 )-the environmental hazards can only escalate if existing industrial practices continue. For example, Gajroula, a small industrial town in Uttar Pradesh (India), is considered the most polluted location in India. This happened after various industries came up in this area in the last couple of decades or so (CSE, 2000) . The industrialized cities in India are in a similar situation. Pollution, however, is not confined to industrialized zones alone. It has permeated to every aspect of our lives today-be it discarded plastic bags choking the sewerage system, unhygienic 'potable water' supplied to our homes through the public water distribution system, toxic materials becoming part of our food, or the contaminated air that we breathe. It is reported that 64 per cent of the total pollution load in Delhi in 1998-1999 was from automobile emissions (CSE, 2000) . According to reports, Delhi is the fourth most polluted megalopolis 1 in the world, and for most major cities in India, air and water pollution related diseases are growing steadily (Cropper ' Air pollution in New Delhi is expected to have reduced after the Supreme Court of India in end 2000 enforced its earlier directive that all public vehicles-taxis, auto-rickshaws, trucks and buses-should change over to CNG (compressed natural gas) from petrol or diesel. Vol. 27, No. 1, January-March 2002 CSE, 2000; TERI, 2000) . For example, approximately 10 per cent school children in Delhi were reported to be suffering from asthma-a respiratory disease (CSE, 2000) . The drinking water and sewerage systems too in Indian cities are on the verge of collapseor have actually collapsed in many smaller cities and towns. It has also been reported that traces of fertilizers and pesticides, obviously from agricultural land, have found their way into rivers. For example, pesticide levels in the river Yamuna have been found to be much higher than the permissible limit (Ghosh, 2000) . Today, concerned citizens in India can intervene in the implementation of country's laws for a better environment through Public Interest Litigation (PIL) and they have done so. However, even court orders often fail to address real issues as no compensation, in general, is offered to the pollution affected people. That is, the industrialists responsible for this have not had to pay any penalty, as in the Bichhari case (Mahapatra, 1999) , and thus, pollution continues unabated. The silver line, however, is that environmental consumerism and environmental activism is on die increase in India. Pollution watchshowing pollution levels in various cities-along side weadier report by a television news channel in India is an indication of this. A group of concerned citizens cleaning a local lake, corporations actively educating public of health hazards from noise pollution or a radical NGO hauling up a multinational for dumping lead in an area adjoining dieir lead-based thermometer manufacturing facility, etc. are active examples to show this. On the same line, an NGO recently completed a test on 14 Indian detergent brands (www.consumervoice.org). The testing procedure included parameters for price and eco-friendliness-based on biodegradability and phosphate content. From the comparative tests, they reported Henko Stain Champion as the best and Tata Shudh as the next. The premium brands like Surf Excel and Ariel Microshine-that were high on performance, but more costly-lost out because of their high phosphate content. So, what is best in performance may not be the best when it comes to being environmentally friendly (http://www.makingindiagreen.org/detergent.htm).
With appropriate care and commitment, our environment should continue not only to bring us its natural gifts, but also to bring us together. Our challenge is to find new ways to address these problems by inspiring a greater respect for the land and other natural resources. A plan that addresses these issues for the consumers of today through the promotion of 'green activities,' meaning environment-friendly activities, should be developed with a marketing perspective-for it is the marketing concepts that focus on needs and wants of consumers.
Vikalpa

Environmental Goods and Services
Any product or service that conforms to an environmental standard can be termed environmental goods or services. However, environmental standards (for example, ISO 14000 standards) for goods, as well as for the organizations, are in the process of being continually developed.
Environmental Goods
Products that provide tangible benefits and have minimal adverse impact on the environment can be termed environmental goods. These products are also called "green products," as their impact on the environment in its manufacture, use or disposal is within the accepted standards. There cannot be an absolute green product, for all products made -from some raw material would necessarily produce waste that may have adverse-to whatever degree-impact on the environment. Similarly, products that are harvested from renewable natural resources on a sustainable principle, such as wood from managed forests or plantations, and from perennial source such as the sun, can also be termed green products. Refrigerators, for example, that use ozonefriendly refrigerant can be termed a green product, but the environmental hazard in the form of a waste when the refrigerator is no longer in use, still poses some serious environmental questions. A 100 per cent recyclable car with fuel emissions within norms or standards would be a green car. The standards to indicate when a waste from a product is acceptable are typically revised over time to meet the expectations and requirements of the society. In contrast, a product that is not considered 'green' is called a 'gray product,' that is, a gray product is a polluter (Peattie, 1997) .
Environmental Services
Those services that have environmental connotation, i.e., those that improve the environment or tend to minimize their impact on the environment from a current practice, can be termed environmental services. The benefits from these services are intangible. Following are some examples:
• Promoting environmental practices such as appro priate garbage disposal, appropriate sanitation and hygiene measures, minimizing use of environment tally harmful products.
• Educational programmes to promote cleaning the environment, afforestation, etc.
• Promoting awareness among the public about the role of environment in our lives as well as for the future generations.
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• 'Existence value' of a certain natural resource can also be termed as an environmental service.
Green Marketing
Marketing management is seen as a social and managerial process by which individuals and groups obtain what they need and want through creating, offering, and exchanging products of value with others (Kotler, 1999) . Embedded in this definition is the concept of marketer and prospect. A marketer is pro-active and seeks the prospect to exchange goods and services usually for money. In an efficient market, relative prices are determined by demand and supply (Kerr et aL, 1997) . It has been reported, however, that for natural resources and their products, market prices do not reflect real resource costs in terms of supply and real resources value in terms of demand (Singh, 1999) . For example, if the price of wood would include the oxygen it helped produce when it was green and oxygen price be based on the conventional oxygen manufacturing process, then the wood would become exorbitantly expensive. Similarly, if the cost of collecting and completely disintegrating plastic bags that have been thrown away as garbage is accounted, they may become very expensive. That is, the current prices of these products do not reflect its true value. The same may hold true for what is defined as a green product and, therefore, its marketing may become difficult on business principles.
The supposition of consumers is essential to a marketing plan, but a notion of "green consumers"-meaning consumers who have an appreciation of environmental goods and services-seems elusive, as they are difficult to define demographically. Greenness extends throughout the population to varying degrees. Concerns about greenness are extremely diverse, encompassing a wide range of issues from green house effect and polluting industries to graffiti and garbage on the streets. Conventional marketing aims at developing products that meet consumers' need at affordable price and communicating the benefits of those products in an effective way. Green marketing, on the other hand, is more complex. The complexity emanates from the two objectives it is expected to serve (Ottman, 1998 ):
• Balancing environmental compatibility of products:
That is, products with minimal impact on the environment must be balanced with consumers' needs for quality, performance, and affordable pricing;
• Projecting an image of environmental sensitivity: That is, high environmental quality relating to both 5 Vikalpa product attributes and its manufacturer's track record must be outlined.
With the prevalent perspective on products, these objectives are difficult to meet using conventional marketing strategy because they are difficult to translate into action plans. Environmental consumerism today represents deep psychological and sociological shifts from the norm and, therefore, green consumers need to be addressed differently. Because of the increasing influence of environmental consumerism-at least in the western world today-corporate processes, product quality, and product promotion are facing new standards and are being forced to follow the mandate of environmental consumerism. It is only a matter of time when consumers in the less industrialized nations, such as in India, move into the same league. Marketers are, thus, facing tough new challenges.
A new paradigm for green consumers is now emerging and marketers have to take the initiative to take advantage of this change and stay in the lead (Peattie, 1997) . Successful green marketers ought to no longer view consumers as individuals with huge demand for material goods, but as human beings concerned about the condition of the world around them. These consumers are cognizant of how material goods impact their lives positively as well as negatively in the short term as well as in the long term. Ottman (1998) has presented an overview of the new paradigm for green marketing. Under this paradigm, products have to be seen not from 'use and throw' perspective, but from how a product no longer in use is assimilated in the environment including it being recycled. The value derived by a consumer will come from the recycling potential of a product, the energy efficiency of the production process, etc. In a nutshell, the green product issues span every phase of a product's life cycle and include sub-issues, such as, conservation of natural resources like water and land, energy efficiency, and protection of natural habitats and endangered species. Therefore, a company may have strategic advantages in improving its market standing by better addressing concerns of environmentally-oriented consumers through technology innovations and by building up itself as a green company.
International Green Practices
In the industrialized economies of Canada, USA, and UK, it has been reported that, in 1991, of all the new products introduced, 33.9 per cent, 13.4 per cent, and 7.2 per cent, respectively, were green products. These figures, respectively, were 2 per cent, 1.1 per cent, and Vol. 27, No. 1.January-March 2002 0.9 per cent in 1986-barely five years earlier (Ottman, 1998) . The categories of these green products were: Doormats, drain cleaners, fertilizer/mulch, floor tiles, garbage bags, garden chemicals, household cleaners, light bulbs, packing products, paints, sprinkler system, water heaters, etc. It was claimed that these products had led to reduced number of working hours, required reduced energy use, had a cleaner design, were reusable or of durable design or were made from recycled material, etc. and thus qualified to be called a green product. The steady increase in environmentally superior products offered in these markets indicates the increasing awareness and acceptance of such products. That is, any incremental development and innovations in environmental goods and services is a direct result of progressive intensification in green consumerism.
The invention of the "Freeplay" radio, which operates using a clock-work mechanism powered by a carbon steel spring, is an excellent example of innovation in green product development. There are more examples to cite. Downy's fabric softener refill of Procter & Gamble consists of a concentrated formula that is designed to be reconstituted with water when poured back into the original plastic jug. This configuration is unique to fabric softeners and yields a hefty (75%) packaging reduction versus its full-strength counterpart. The refill, which is also more profitable to make, now accounts for almost 40 per cent of Downy's total $ 258 million business in just one year (CRO, 2000) . 3M has formulated a Stripper-paint-stripper with a water base instead of the conventional methylene chloride, a suspected carcinogen. It may ultimately boost 3M's market share. In Finland, for example, the introduction of concentrate washing detergents has resulted in a reduction in the volumes of detergents consumed. This has had its effect on the energy and material flows in distribution and packaging. The phosphates in effluents caused by household washing detergents have also declined as phosphate-free detergents have taken over the markets in the past few years. Hoover realized through a study that 80 per cent of the environmental impacts of washing machines occur during use. Armed with this knowledge, Hoover developed a "New Wave" horizontal axis washing machine that helped it double its market share in the environmentally-conscious German market (CRO, 2000) . A fully recyclable washing machine not only reduces water, energy, and detergent consumption, but also creates less pollution and waste during production and distribution. A similar phenomenon has occurred for the heavy metal pollution from used tip batteries. The quantum of heavy metal thrown into the environment has decreased due to the emergence of low mercury and mercury-free alkali 6 Vikalta batteries in the market. Procter&Gamble has testmarketed Dryel, a technology that allows consumers to dry clean products at home (Anonymous, 2000a) . But the most sustainable technology may be the one that prevents clothes from getting dirty at all, and it has been reported that scientists have developed fabrics that never need any cleaning, as genetically engineered bacteria resident on the fabric will eat (disintegrate) dirt/ oil thereby cleaning the cloth. The worst scenario from the Indian point of view, however, is that due to increased green consumerism in the industrialized nations, India-along with China and Pakistan-has become a dumping ground for hazardous wastes through the export of goods such as electronic waste, used auto batteries, etc. from these countries (Anonymous, 2002).
Green Initiatives in India
In the Indian context, the environmental concerns to the Indian consumer is on the rise going by the increased coverage of the issue in the media in the last few years. This potentially provides a set of new opportunities to a company. The mining and chemical industries with greatest consumer perception that they pollute the environment the most are better placed to derive competitive advantages if they start adopting this strategy. Other industries such as the fabricators (equipment manufacturers), the public transport companies, quick service restaurants (fast-food), retail stores, etc. can begin taking advantage of being environmentally friendly almost immediately after they adopt this strategy. India, however, is way down on green products introduction. There are but a very few examples that can be said to touch the green product offer. Some of the milk cooperatives selling packaged milk with the offer of cash refund for the returned disposable plastic pouches, hand-woven and chemicals-free fabric, herbal shampoo (products), woodbased products from forests or plantations managed on sustainable principles are examples of green product offers. Some other green product examples are: cyclerickshaws as non-polluting means of transport, hydropower (electricity), automobiles powered by electricity, air-conditioners and refrigerators with environmentfriendly refrigerant, etc. It has been reported that Corporate Roundtable on Development of Strategies for the Environment-a body to promote environmental practices-had successfully brought together 16 leading corporates including Ashok Leyland, BHEL, IOC, ONGC, Telco, Reliance Petroleum, ICI India, etc. to identify and incorporate conservation measures (Anonymous, 2001 a). The time has come for green consumerism to take roots in India as well and the Government of India (GOI) has taken the first step.
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In 1991, GOI instituted a voluntary scheme to label consumer products as "environment-friendly" (Anonymous, 1999 ). This can be said to be an attempt away from market-based instruments (MBI), such as punitive taxes for non-compliance of environmental standards, to encourage companies take advantage if they have a green product against a competing gray product. Balooni (2000) discusses the various MBIs that may help mitigate the environmental pollution and this aspect will not be pursued here. The distinguishing sign adopted by the GOI to label a green product is the "Ecomark" (Figure 1 ) and any concern about the mark itself is not an issue for this paper. The norms for eco-labeling were established by the Ecomark Technical Committee of the Central Pollution Control Board (CPCB, Ministry of Environment and Forests, GOI) with Bureau of Indian Standards (BIS) as the implementing authority for the Ecomark. Ecomark was to be used in conjunction with the ISI mark. A product with the Ecomark is a green product, as the process for making it, its use or its disposal occurs in a way that significantly reduces the harm it would otherwise cause to the environment. There are 16 product categories currently listed for consideration for the "Ecomark" which are: Soaps and Detergents; Paper; Food Items; Lubricating Oils; Packaging Materials; Architectural Paints and Power Coatings; Batteries; Electrical/Electronic Goods; Food Additives; Wood Substitutes; Cosmetics; Aerosol Propellants; Plastic Products; Textiles; Fire-extinguisher, and Leather.
The first "Ecomark" was awarded to a Godrej product, "Ezee," a liquid detergent for washing special/ delicate fabrics (such as silk and wool). Later, "Ecomark" was granted to Madhya Bharat Paper Ltd., Bilaspur (MP) for the two types of writing and printing papers they make. "Ecomark," however, is yet to take off for
Figure 1: The Ecomark
Vikalpa the consumers who are more driven by price considerations and brand loyalty rather than the conviction to save the environment and, therefore, the government as well as the industry need to be more proactive. For example, Godrej taking the "Ecomark" mark for its product 'Ezee,' or its launching in January 2001 of an eco-friendly refrigerator without the "Ecomark;" some hotels in I ndia opting for "Ecotel" a third-party certification programme for eco-friendly hotels; Wipro going for ISO 14001 certification for its waste management policies, energy conservation measures; Medicare introducing 'Beyond Blue' liquid toilet cleaner that is environment-friendly and biodegradable; etc. are some examples of companies wanting to take advantage of the green consumerism. When Citizen Watch Company announced its eco-drive watches that run on light-any light-it did project this product as environment-friendly and hoped to attract the top 10 per cent of the market (Anonymous, 2000c) .
The green marketing strategy can be looked at from two standpoints: the government and the business. The administration and granting of "Ecomark" is in the hands of the government. The mark must be acceptable to its client group-the Indian consumers-and if it is not, then having such a mark or a logo is futile. So, for creation of value to consumers, promotion of this mark can be considered as one component of it and its wide adoption by the industry die second. The effectiveness of the first component should lead to the fulfillment of the second, that is, the two components must have synergy, otherwise the value of the "Ecomark' to consumers cannot be consummated. The promotion part is in the domain of the government and wide adoption of this mark by the industry should indicate a broad consumer acceptance of the mark. What is the role the government can play in green marketing through the promotion of "Ecomark" and why and what should the business sector do for green marketing?
Green Marketing Strategies: What Should the Government Do?
Effective promotion of "Ecomark" is expected to expand consumer acceptance or demand for products with this mark and, therefore, offers a marketing opportunity to the companies. To enhance awareness of the "Ecomark," the government had released a private bi-monthly publication in 1999 called Wista Ecomark However, its impact on consumers-individual or organizationalremains a matter of debate. In any case, a typical consumer continues to be unaware of the "Ecomark" or the concept itself. In addition, the "Ecomark" scheme-of granting this mark to various goods and services-in India has not adequately attracted even Vol. 27, No. 1, January-March 2002 8 manufacturers for its adoption. The reasons could be the complicated and long drawn procedures and a perception that there is no appreciable market gain by using this mark primarily due to a consumer attitude to "buy cheap" rather than "buy green." That is, manufacturers see it as an avoidable responsibility without commensurate rewards and consumers could not care less. Therefore, it can be deduced that, in India, it is the low awareness of environmental issues in goods or services consumption that translates into apathy of the industry towards green products. Interestingly, some manufacturers have adopted eco-labelling standards of the importing countries in order to operate in those markets-this is an example of how consumer power can drive a company (Anonymous, 2000b) .
With the stage at which "Ecomark" stands today in India, a parallel can be drawn with the ISI mark in the 60s and 70s. In the beginning, to promote the ISI mark, the government made it mandatory where health and safety was concerned. For example, it was mandatory for food colours and food additives, condensed milk, and baby milk powder to have the appropriate ISI mark. Also, the ISI marked products were given preference in the buying policy of the government. Thus, some strategic measures can be suggested for an effective promotion of the "Ecomark" scheme by the government. Firstly, the overall responsibility for granting "Ecomark" should be with an efficient agency and its procedure must be time-bound and convenient to follow. Secondly, the organization should publicize "Ecomark" as providing guarantee that the products with this mark are superior on water and energy conservation, recycling and biodegradability, causing less pollution, etc. Thirdly, the government should put in place a market intervention plan to give it an initial boost. For example, the government, central and state, quasi-government bodies, and other local institutions should take the initiative by preferentially buying products with the "Ecomark." This can only strengthen the faith of consumers in products with "Ecomark." In the long run, the commercial sector would start taking serious initiatives to use this mark as the consumer preference towards the "Ecomark" products increases. The alternative way could be to legally enforce "Ecomark" on products, which in the present scenario of liberalization may not be quite acceptable.
Green Marketing Strategies: What Should the Business Sector Do?
In the highly competitive market of today and in the future-due to liberalization of the global marketscompanies would want to differentiate itself from Vikalpa competitors. They can adopt this green marketing focus, among other strategies, to position itself as an environment friendly company and derive business advantagein the short term as well as in the long term. These companies, therefore, cannot wait until awareness level in consumers or increased acceptance of the "Ecomark" reaches a high point, as otherwise a smart competitor may seize this opportunity early. The company, therefore, should be proactive and take the initial advantage over their competitors through offering environmentfriendly goods and services. Alternatively, a company not able to offer an "Ecomark" marked product may like to promote other environmental activities, such as, funding river water cleaning projects, forestry schemes, development of city sewerage management systems or adoption of a green patch in a city for its upkeep, etc. Either way, the company would be differentiating itself from its competitors in the marketplace. Similarly, for the Henko and Tata Shudh examples discussed earlier, the question is whether these companies should promote their products as environment-friendly, as the report indicates. Probably yes, if 'environment-friendly segments' for these products are large enough. Even if the 'environment-friendly segment' appears to be small, green marketing strategy-being one among other strategies adopted by the company-will at least help expand the market for the company and provide long-term sustainable competitive advantage through increase in consumer awareness with time. It can be stated now that some forward-looking companies would want to prepare themselves with redesigning or inventing new products to compete in a sustainable manner. To develop strategies having the greatest potential to give them an edge over their competitors, a company may look for opportunities in the areas of energy efficiency and renewable resource management, pesticide-free agriculture, information management, alternative transportation, recycling and recovery, eco-tourism, etc. These, however, are difficult to follow, for the Indian consumer is typically driven more by price and less by environmental concerns. In general, apathy towards environmental degradation, be it local at the neighbourhood scale or at the global scale, cannot be disregarded in the Indian context. There is, however, a silver line if increasing acceptance of organic products 2 in India is any indication (Anonymous, 2001b , Anonymous, 2001c . The organic products in India, by and large, are accepted among the educated who have developed a sensitivity to the long-term benefitsprimarily health related-of adopting organic products. This shows that if the environmental issues do not immediately seem related to health, then the consumer becomes apathetic to it. Thus, to make Indian consumers sensitive to the environmental concerns, consumer education-not consumer promotion-must become a part of the overall activity. In the long term, therefore, this should lead to environmental goods and services getting acceptance from a wider section of the society. For example, the effects of leaded fuel and thin plastics were focused on in the media and in some educational institutions that led to a major perception change in the masses about the use of plastic bags and health hazards from automobile emissions containing lead. Similarly, if children are taught about the environmental impact of products and processes through their school curricula, they have a better sense of environment protection than their educated parents. This offers an opportunity and to take advantage of this, the commercial sector can take a major initiative to position itself as a company that is different than its competitors in understanding the larger interests of consumers-the protection of the environment. Therefore, a company must take the role of an organization with philanthropic goals to effectively educate and promote the environmental cause; otherwise, consumers may suspect its environmental message, for consumers perceive a business company to have profit objectives. That is, a company, in the Indian context, must perform a dual role-of an organization with a social cause and separately as an organization with a profit motive-in order to achieve these objectives. The two-social and profit objectives-are anathema to each other and, therefore, it would be difficult to project that the company is doing both. This means that, as a first step, the two roles must be distanced-in the minds of consumers at least-from each other as far away as possible, for example, by setting them up as independent units of the company. Therefore, while the company is selling its environmental goods and services, it is also transforming itself as a social cause organization to take the environmental stewardship role. Let this social cause organizationeither an independent entity, or as a new division of the company-be referred to as the role-transformed social organization, which takes the environmental stewardship role and promotes a specific environmental cause with the objective of educating and sensitizing consumers about the issue in question. This roletransformed organization can also provide critical input to the company with the profit motive for the development of green products that best match consumer expectations. So, on the one hand, consumers are getting educated about specific environmental concerns and,
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Vikalpa on the other hand, at the same time, fulfilling environmental goods are made available to the consumers. That is, the role-transformed social organization with social cause motive is pushing environmental concerns to the consumers who after getting sensitized would demand green products (pull effect) offered by the organization that has a profit motive. This at best is a formative stage strategy when consumer concern on environmental issues is low, as in the Indian context. This is shown as a model in Figure 2 which indicates how a company in two roles-one with social cause motives (A) and the other with profit motives (C)-impacts the consumer (B) in generating a demand for green p roducts. The company transforms itself to promote a social cause independent of its business operations with a profit motive. The role-transformed social organization (A), because of its better understanding of consumers, thus provides critical new product development input to the profit organization (C). This leads to the organization (C) developing and offering green products that are better than its competitors. Figure 2 also indicates that economic development plays a role in the improvement of the environment and viceversa, for, in subsistence-economy environment, protection cannot be an issue, as people are more worried about their immediate future.
To better understand this model, consider the offer that 'Whisper' brand made to its consumers. It said that for every unit of the 'Whisper' purchased, a certain proportion of the sales amount will go to a fund that supports women's cause. The company hoped that this would encourage more women to buy this product (Dubey, 1999) . It can, however, be noted that, in this example, the social cause is merged with the business proposition and, therefore, in the consumers' mind, the social cause would always be suspect. A product promotion on this line may not lead to increase in sales in the long term and thus, such offers cannot be sustained. Take another example of the road-safetydrive-safely advertising campaign by Maruti Udyog Ltd. In this campaign, the social cause is not linked up with the business proposition, per se, as in the previous example. That is, this campaign emulates the model proposed in Figure 2 . So, if Maruti Udyog Ltd. develops vehicles that are high on road safety standards and makes it available to consumers, then due to the heightened concerns for road safety, demand for these vehicles should increase due to the pull effect. At the least, this would help improve brand equity of the company. So, more the perceived independence between organization (A) and (C) better would be the market performance of the company in the long term. This is the essence of the model in Figure 2 . On similar lines, in a competitive market, when a company eager to project itself as a great green company-an essential image to continue in the business-announces a major initiative, with no profit from this initiative in sight, it may trigger a chain reaction among competitors to follow suit. This would be heightened in a liberalized economy, for not doing so may mean slow death. This would ultimately benefit the society at large. Consider this international example from the auto industry. DaimlerChrysler had announced its commitment to spend a billion dollars over ten years to fuel cell 3 development. It, thus, attempted to project itself as a company with deep concern for auto-pollution. The move to hydrogen as a fuel was motivated by the need to address three of the world's most pressing energyrelated problems that were also at the core of consumer need. These were: worsening urban air pollution, rising geopolitical instability due to oil import dependence, and accelerating climate change from fossil fuel combustion. This also gave it the image that on matters such as auto-pollution, the company was willing to forego profits, i.e., it was trying to behave like organization (A) in Figure 2 . To give credence to this commitment, DaimlerChrysler announced further that it was working with Ford and Ballard Power Systems to put transit fuel cell buses on the road in Europe by 2002, projecting itself as organization (C) in Figure  2 . Not to be outdone, General Motors announced that it would be the first car company to sell one million fuel cell vehicles and was to begin its mass production by 2010. The surprise announcement, however, came from Toyota when it announced that it would start selling its fuel cell car in Japan in 2003 (http:// www.worldwatch.org/alerts/010802.html). This is what is required to happen in the business sector encompassing a large range of products to alleviate environmental hazards that we have to face on a day-to-day basis and the initiative must come from within.
In addition, some generic environmental initiatives can be taken by a company and leverage this stewardship into business leadership. For example, a company in the business of raw material can position itself as offering natural and renewable, petroleum free or plantation-based raw materials. A manufacturing or a process industry may position itself as a non-polluting company; a packaging (FMCG) company as using recycled and non-aerosol, non-toxic raw materials; a distribution and marketing company as energy-efficient, ethical, and socially responsible company, etc. That is, environmental positioning should be considered a key component of the strategic plan of a company, and this should include identifying and honing the environmental image. This would also mean that the company must have an integrated communications plan that aim to convey a common message to its stakeholders that may include legislators, regulators, customers, and the public. Vol. 27, No. J, January-March 2002 11
Conclusion
Environment protection must become the first principle of business because prolonged defiling of the environment will kill humanity and then there will not be any need for business practice. That is, what we are doing to the environment today is just a mirror reflection of what we are doing to ourselves and to one another. Therefore, the government and
